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Marketing and Outreach in Law Libraries: A White Paper
ALL-SIS Task Force on Library Marketing and Outreach*
In recent years, libraries have turned to marketing and outreach to better educate 
library users about services and resources while gaining an understanding of their 
needs. Marketing and outreach are relatively new concepts in academic law librar-
ies, and librarians tasked with these functions have found resources and examples of 
this type of work to be lacking. Though focused on academic law libraries, the article 
identifies the challenges facing all law libraries, explains why libraries need market-
ing and outreach plans, and provides examples of marketing and outreach successes.
Introduction
¶1	Law	libraries	are	charged	with	providing	services	and	access	to	information	






able	 to	 use	 them	 successfully.	 While	 this	 white	 paper	 was	 originally	 written	 for	
academic	law	libraries,	with	services	to	law	students	in	mind,	most	of	its	ideas	and	
suggestions	can	be	applied	 to	any	 type	of	 law	 library.	 It	 identifies	 the	challenges	
facing	law	libraries,	explains	why	libraries	need	marketing	and	outreach	plans,	and	
highlights	examples	of	marketing	and	outreach	successes.
Why Libraries Need Marketing and Outreach
Library	marketing	is	outreach.	It	is	making	people	aware	of	what	we	can	do	for	
them,	in	a	 language	they	can	understand.	 .	 .	 .	We	need	to	tell	people	we’re	here,	
	 *	 The	membership	of	 the	ALL-SIS	Task	Force	on	Library	Marketing	and	Outreach	 included	
Amanda	Runyon,	Reference	Librarian,	University	of	Michigan	Law	Library	(Chair);	Carol	A.	Watson,	
Director	 of	 the	 Law	 Library,	 Alexander	 Campbell	 King	 Law	 Library,	 University	 of	 Georgia	 (Vice	
Chair);	L.	Cindy	Dabney,	Assistant	Librarian	for	Outreach	Services,	Indiana	University	Law	Library;	
Liz	 McCurry	 Johnson,	 Reference	 Librarian,	 Professional	 Center	 Library,	 Wake	 Forest	 University;	
Emily	Lawson,	Law	Reference/Research	Librarian,	O’Quinn	Law	Library,	University	of	Houston;	Shira	
Megerman,	Student	Services	Reference	Librarian,	Lawton	Chiles	Legal	Information	Center,	University	
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explain	 to	 them	 how	 we	 can	 help,	 and	 persuade	 them	 to	 come	 in	 through	 the	
doors,	physical	or	virtual.1










not	 have	 the	 same	 familiarity	 with	 navigating	 scholarly	 information	 resources.	
Many,	 though,	 overestimate	 their	 research	 abilities.	 For	 example,	 Ian	 Gallacher’s	
2006	survey	of	incoming	law	students	found	that	37.1%	were	“very	confident,”	and	
44%	were	“somewhat	confident”	in	their	research	ability.3	Yet	reports	from	super-















¶5	The	nationwide	Project	 Information	Literacy	 (PIL)	 study	 surveyed	college	
students	about	their	 information-seeking	behaviors.	Eight	out	of	ten	respondents	
reported	 rarely,	 if	 ever,	 seeking	 assistance	 from	 a	 librarian	 with	 course-related	
research	 assignments.	 Even	 when	 librarians	 provided	 initial	 training	 sessions	 on	
library	resources	and	using	scholarly	databases	during	 freshman	orientation,	 stu-
dents	did	not	return	to	librarians	to	seek	research	help.6	Students	turn	to	instructors	
	 1.	 neD potter, the library MarketinG toolkit,	at	xiv–xv	(2012).
	 2.	 Id.	at	xv.
	 3.	 Ian	Gallacher,	Who Are Those Guys? The Results of a Survey Studying the Information Literacy 
of Incoming Law Students,	44	cal. w. l. rev.	151,	178	(2007).
	 4.	 See	Patrick	Meyer,	Law Firm Legal Research Requirements of New Attorneys,	101	law libr. J.	
297,	305–06,	2009	law libr. J.	17,	¶¶	25–27	(summarizing	survey	results).
	 5.	 Id.	at	321,	¶	72.
	 6.	 alison heaD & Michael b. eisenberG, lessons learneD: how colleGe stuDents seek 
inforMation in the DiGital aGe	 3	 (2009),	 available at	 http://projectinfolit.org/pdfs/PIL_Fall2009
_Year1Report_12_2009.pdf.
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rather	 than	 librarians	 for	assistance	because	 instructors	are	 seen	as	experts	 in	 the	







with	 their	 use,	 beginning	 with	 difficulty	 knowing	 which	 database	 or	 resource	 to	
select.8	 Other	 reported	 difficulties	 include	 a	 general	 sense	 of	“information	 over-
load,”	and	an	inability	to	locate	needed	information	in	an	online	search.9
¶7	The	Ethnographic	Research	in	Illinois	Academic	Libraries	(ERIAL)	project	
investigated	 the	 research	 habits	 of	 university	 students	 with	 the	 goal	 of	 adjusting	
library	services	to	better	meet	students’	needs.	The	study	found	that	students	did	
not	 consult	 librarians	 for	 assistance	 with	 research	 projects	 for	 many	 reasons,	
including	not	wanting	to	bother	library	staff	and	being	fearful	of	appearing	igno-






likely	 to	 attempt	 to	 help	 themselves	 or	 to	 seek	 answers	 from	 the	 Internet	 before	
consulting	an	expert.11	If	a	student’s	self-teaching	behavior	proves	inadequate,	her	
next	step	is	likely	to	be	to	seek	help	from	a	peer.	Students	turn	to	their	peers	first	
because	 they	 have	 established	 relationships	 and	 are	 working	 on	 similar	 assign-
ments,	 allowing	 them	 to	 compare	 progress	 on	 and	 understanding	 of	 course	
materials.12
¶9	The	need	for	additional	research	training	presents	an	opportunity	for	librari-
ans.	 The	 current	 national	 spotlight	 on	 legal	 education	 is	 forcing	 law	 schools	 to	





most	 cost-effective	 ways	 for	 a	 law	 school	 to	 increase	 students’	 practical	 skills.	 An	
added	benefit	of	building	librarian-taught	legal	research	courses	into	the	curriculum	
	 7.	 See id.	at	29–30.
	 8.	 Id.	at	22.
	 9.	 Id.	at	9.
	 10.	 See	 colleGe libraries anD stuDent culture: what we now know	 53	 (Lynda	 Duke	 &	
Andrew	Asher	eds.,	2012)	[hereinafter	colleGe libraries].
	 11.	 See id.	at	63;	Debbi	A.	Smith,	Strategic Marketing of Library Resources and Services,	18	c. & 
unDerGraDuate libr.	333,	341	tbl.1	(2011).
	 12.	 See	colleGe libraries,	supra	note	10,	at	58–60.
528 LAW LIBRARY JOURNAL Vol. 105:4  [2013-28]
is	 that	 students	 will	 see	 librarians	 as	 an	 integral	 part	 of	 their	 legal	 education	 and	
recognize	them	as	a	resource	that	can	be	consulted	in	the	future.



















lems.	 By	 fully	 engaging	 in	 this	 process,	 librarians	 are	 more	 likely	 to	 get	 a	 better	





tion	 and	 are	 “less	 inclined	 to	 investigate	 something	 on	 the	 off-chance	 that	 it’s	
useful.”19	 As	 information	 experts,	 librarians	 can	 contribute	 to	 users’	 success	 by	
showing	them	that	we	can	help	them	do	their	work	better—which	“might	mean	
quicker,	 more	 efficiently,	 more	 comprehensively,	 more	 cheaply,”	 or	 something	
else.20	In	short,	librarians	must	show	users	where	value	lies.








	 17.	 See id.	at	2.
	 18.	 See id.	at	8.
	 19.	 potter,	supra	note	1,	at	2.
	 20.	 Id.
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features;	and	results,	not	processes.	We	must	also	market	ourselves	 as	 the	experts	
who	help	users	find	the	right	information.21
Marketing and Outreach Solutions
¶14	Now	that	we	have	identified	why	law	libraries	need	to	market	to	their	users	
























gies	 for	 its	brand,	services,	and	resources.	The	plan	helps	 to	 identify	 the	 targeted	
audience(s),	assess	and	identify	effective	strategies	to	be	implemented	by	all	library	
staff,	develop	metrics	for	evaluating	the	success	of	marketing	campaigns,	and	save	
time	 and	 money	 for	 targeted	 projects.	 Having	 a	 strong	 marketing	 and	 outreach	
plan	can	make	 the	difference	between	 success	 and	 failure	 in	marketing	and	out-
reach	initiatives.
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Your	marketing	and	outreach	objectives	operationalize	your	mission.	Sample	mar-










•	 Measurable:	 Your	 objective	 needs	 to	 be	 measurable.	 That	 is,	 it	 should	




























	 22.	 For	 more	 information	 on	 SMART	 goals,	 see	 Locke’s Goal Setting Theory: Understanding 
SMART Goal Setting,	 MinDtools,	 http://www.mindtools.com/pages/article/newHTE_87.htm	 (last	
visited	Aug.	5,	2013);	Writing	SMART	Goals,	Univ.	of	Va.	Human	Resources,	http://www.hr.virginia	
.edu/uploads/documents/media/Writing_SMART_Goals.pdf	(last	visited	Aug.	5,	2013).
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whether	your	current	marketing	tactics	are	furthering	your	objectives,	and	do	not	
be	 afraid	 to	 discontinue	 practices	 that	 have	 been	 successful	 in	 the	 past	 but	 have	
outlived	their	usefulness.	Identify	your	target	audience	and	describe	its	demograph-











●● Provide	welcome	kits	 for	 incoming	students	so	 they	 immediately	experi-
ence	the	friendly	nature	of	the	library.	
●● Create	 a	YouTube	 video	 or	 channel	 that	 is	 used	 solely	 to	 educate	 people	
about	and	promote	library	services.
Establish a Time Line and Budget; Assign Responsibility
¶21	As	you	are	setting	SMART	goals,	make	sure	to	set	a	completion	date	and	
assign	a	staff	member	to	be	responsible	for	each	marketing	strategy	that	you	adopt.	
Create	 an	 itemized	 budget	 for	 marketing	 items	 such	 as	 giveaways,	 printing,	 and	
design.
Create a Marketing Checklist
¶22	It	is	helpful	to	create	a	checklist	of	tasks	that	should	be	completed	for	every	
new	 marketing	 initiative.	 Following	 a	 checklist	 ensures	 that	 new	 programs	 or	
resources	are	promoted	in	a	consistent	manner,	via	every	available	avenue.	Sample	
tasks	might	include	designating	a	person	to	e-mail	a	broad	target	audience	about	
special	events;	clearly	 identifying	who	will	post	events	 to	all	 social	media	forums	
and	when	 they	will	do	 so;	 establishing	a	 task	 force	 for	creating	and	posting	new	
library	signage;	or	committing	to	adding	all	library	events	to	an	openly	accessible	
library	or	law	school	calendar.
Develop Measures for Success
¶23	As	you	are	creating	new	objectives,	make	sure	that	you	establish	metrics	to	
evaluate	whether	your	tactics	are	working.	Here	are	some	sample	objectives	with	
measurements	built	 in:	 Improve	awareness	of	 the	 library’s	web	site	by	 increasing	




¶24	 After	 reviewing	 your	 library	 mission	 statement	 and	 creating	 marketing	
and	 outreach	 objectives	 that	 are	 Specific	 (S),	 Measurable	 (M),	 Attainable	 (A),	
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Relevant	(R),	and	Time-bound	(T),	you	are	ready	 to	develop	specific	 strategies	 to	
achieve	these	objectives.	To	do	that,	consider	the	example	marketing	and	outreach	
strategies	that	we	have	compiled	below.
Ideas for Successful Outreach
¶25	Over	the	course	of	the	development	of	our	profession,	librarians	have	dis-
covered	 many	 ways	 to	 reach	 out	 to	 the	 community.	 Some	 use	 new	 technologies	














tions	 from	 students,	 libraries	 should	 also	 listen	 to	 what	 is	 being	 said	 about	 the	
library	and	the	 law	school.	Free	programs	such	as	HootSuite	(hootsuite.com)	or	
Buffer	 (bufferapp.com)	 allow	 you	 to	 create	 alerts	 for	 when	 a	 name	 or	 phrase	 is	
mentioned	in	a	post.	An	added	benefit	of	a	service	like	HootSuite	or	Buffer	is	that	
you	can	schedule	posts	 in	advance	and	post	 to	multiple	social	media	sites	at	 the	
same	time.	A	 library	presence	on	LinkedIn	may	also	be	a	good	idea,	since	 it	 is	a	
more	professional	site.	Many	career	services	departments	use	it	as	a	means	of	con-
necting	 alumni	 with	 potential	 employers	 and	 building	 the	 department’s	 profes-
sional	 relationships.	 Social	 media	 accounts	 are	 easy	 to	 set	 up,	 and	 staff	 can	 be	
responsible	for	adding	new	content	periodically.








Hosting Celebrations, Open Houses, or Receptions
¶28	Libraries	often	have	large	physical	spaces.	If	that	is	the	case	in	your	library,	
consider	hosting	an	event	in	your	space	that	highlights	the	collection.	Or	offer	to	
let	other	departments	use	the	space:	 this	will	not	cost	 the	 library	anything	other	
than	the	time	 it	 takes	 to	help	set	up	or	clean	up.	In	addition	to	being	a	place	of	












making	 in-class	 presentations	 on	 research	 issues,	 incorporating	 research	 assign-
ments	that	correspond	with	curricular	and	clinical	structures,	and	providing	one-











experience.	 Implementing	 a	 personal	 librarian	 program	 can	 have	 huge	 positive	
effects	on	the	reputation	of	your	library	within	the	law	school	community.24
Classroom Sessions and Targeted Training Sessions
¶31	Giving	a	guest	 lecture	 in	a	 substantive	 law	course	 is	a	very	useful	way	 to	
inform	students	of	the	research	resources	that	are	available	to	them.	Students	will	
be	more	receptive	to	learning	about	resources	if	the	research	instruction	is	relevant	




¶32	You	may	want	 to	 start	by	 targeting	professors	 teaching	 seminar	or	paper	
courses,	because	the	kind	of	scholarly	research	and	writing	required	in	those	classes	
is	 not	 typically	 covered	 in	 a	 traditional	 first-year	 research	 and	 writing	 program.	
	 23.	 See	Brittany	Kolonay	&	Gail	Mathapo,	Experimenting with Embedding: A Law School Library 
Embeds Librarians in Clinics and Seminars,	aall spectruM,	June	2012,	at	18	(describing	experiences	
with	embedding	librarians	in	courses	at	the	University	of	the	District	of	Columbia).	See also	Karen	
Westwood,	Deals and Dispute Resolution: Teaching Research Skills in a Short-Term Simulation Class,	
aall spectruM,	July	2012,	at	12.
	 24.	 For	 more	 on	 personal	 librarians,	 see	 John	 B.	 Nann,	 Personal Librarians—The Answer to 
Increasing Patron Contact May Be Simpler than We Think,	aall spectruM,	June	2010,	at	20.
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Offering	these	instructional	sessions	is	a	key	opportunity	to	teach	students	tricks	
and	techniques	for	doing	their	own	research,	and	it	also	allows	students	and	faculty	






sions	 may	 be	 appropriate	 include	 faculty	 research	 assistants,	 candidates	 for	 law	
reviews	 and	 journals,	 students	 working	 in	 a	 clinic,	 and	 persons	 competing	 in	 a	
moot	court	or	trial	advocacy	competition.
¶34	 Some	 academic	 libraries	 currently	 offer	 research	 certificate	 programs	 to	
supplement	the	instruction	provided	in	legal	research	courses	or	in	guest	lectures	
in	substantive	law	courses.	These	certificate	programs	can	be	short	classes	or	exer-
cises	 for	 which	 participants	 are	 awarded	 a	 certificate	 of	 completion.	 The	 library	
should	also	consider	partnering	with	other	departments	in	the	law	school	to	pro-
vide	informal	instruction	sessions.	For	example,	the	library	can	work	with	career	
services	 to	 show	 students	 what	 resources	 are	 available	 to	 help	 them	 in	 their	 job	
search	and	 interview	preparation.	Or	 the	 library	can	work	with	 the	Information	
Technology	department	to	demonstrate	new	technologies	or	software	that	students	
can	use	in	their	classes	or	in	law	practice.
Ideas for Successful Marketing
¶35	 Marketing	 in	 libraries	 has	 changed	 drastically	 as	 new	 technologies	 have	
flooded	 the	 information-management	 community.	 Good	 marketing	 strategies	
include	both	web-based	and	in-person	approaches.	Using	a	combination	of	these	
methods	 may	 help	 you	 reach	 your	 marketing	 goals	 for	 the	 library.	 Examples	 of	












the	Biddle Blog	 at	 the	University	of	Pennsylvania	Biddle	Law	Library.25	The	staff	
there	“decided	that	all	of	the	posts	on	the	Biddleblog	would	provide	substantive	and	
thoughtful	 commentary	 and	 would	 not	 merely	 link	 to	 external	 information	
	 25.	 Jordon	 Steele	 &	 Ed	 Greenlee,	 Thinking, Writing, Sharing, Blogging: Lessons Learned from 
Implementing a Law Library Blog,	103	law libr. J.	113,	2011	law libr. J.	6.	
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sources.”26	After	deciding	on	a	focus,	they	developed	a	list	of	topics	the	library	staff	
















¶39	 It	 is	 also	 important	 to	 consider	 which	 widgets	 to	 feature	 on	 the	 blog.	



















¶41	Additionally,	 annual	 reports	 themselves	 can	 be	 an	 excellent	 way	 to	 com-




	 29.	 Law Library Blogs,	 aall coMputinG services sis,	 http://aallcssis.pbworks.com/w/page
/1189465/Law%20Library%20Blogs	(last	updated	July	23,	2013).
536 LAW LIBRARY JOURNAL Vol. 105:4  [2013-28]
statistics,	and	an	annual	report	would	be	a	good	place	to	have	a	recap	of	important	







to	make	contact	directly	with	 library	patrons,	offer	 reminders	about	 library	 ser-
vices,	and	let	people	know	when	events	of	interest	are	happening.	There	has	been	
a	 trend	 away	 from	 library	 users	 actually	 wanting	 to	 speak	 with	 librarians	 and	
library	 staff.	 Offering	 personalizing	 information	 such	 as	 short	 biographies	 and	
photos	in	newsletters	can	make	librarians	seem	more	approachable.	There	are	also	
less	serious	options,	such	as	including	biographies	and	photos	of	the	pets	of	library	










There	are	many	 resources	 for	 librarians	who	wish	 to	design	a	personalized	 style	
sheet,	 but	 chances	 are	 that	 some	 basic	 HTML	 coding	 skills	 will	 be	 required.	




¶45	 Libraries	 are	 often	 commended	 for	 their	 displays.	 In	 addition	 to	 being	
educational,	displays	are	an	excellent	way	 to	promote	 library	resources	and	pro-


























Flyers, Banners, Posters, Signs, Brochures, and Pamphlets
¶48	Brochures	and	pamphlets	are	an	excellent	way	to	introduce	the	library	and	
some	of	its	most	important	services	to	users,	and	as	such	can	be	a	simple	way	to	get	
started	 in	 your	 marketing.	While	 they	 may	 seem	 to	 have	 been	 overshadowed	 by	
digital	marketing	options	these	days,	it	is	important	not	to	underestimate	the	use-
fulness	of	a	good	brochure.	They	add	color	and	appeal	to	a	library	desk,	are	rela-
tively	 simple	 to	 make,	 and	 are	 easy	 to	 travel	 with	 and	 give	 out.	 Potential	 library	
users	may	forget	what	they	read	about	online	or	have	heard	of	by	word	of	mouth,	
but	 they	 can	 be	 reminded	 by	 a	 physical	 item	 like	 a	 brochure.	 If	 you	 are	 lucky,	 a	
member	of	your	library	staff	might	already	have	some	expertise	in	designing	bro-
chures,	but	there	are	also	plenty	of	free	or	low-cost	alternatives	available	online	for	
designing	 a	 personalized	 pamphlet,	 including	 several	 templates	 from	 Microsoft.	
Remember	that	brochures	and	pamphlets	should	not	be	too	text-heavy.





water	 bottles,	 and	 so	 forth.	 Other	 things	 to	 consider	 include	 highlighters,	 coffee	
mugs,	earplugs,	coasters,	USB	drives,	mouse	pads,	and	screen	cleaners	(all	of	these	
items	 are	 often	 cheaper	 in	 bulk).	 Edible	 items	 are	 another	 favorite:	 chocolates	
adorned	with	the	library	logo	are	a	sure-fire	hit.	Putting	a	high-quality	print	of	the	
library	logo	onto	a	standard	label	makes	it	easy	to	decorate	chocolate	wrappers,	and	




	 30.	 Darla	W.	Jackson,	Standard Bar Codes Beware—Smartphone Users May Prefer QR Codes,	103	
law libr. J.	153,	154,	2011	law libr. J.	9,	¶	5.
	 31.	 Id.	at	155,	¶	9.
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study	guides).	For	example,	students	could	receive	prizes	for	answering	reference	
questions,	finding	a	hidden	clue	in	the	stacks,	or	tracking	down	a	specific	resource.	




Word of Mouth and Reputation
¶51	One	of	the	strongest	marketing	strategies	available	is	your	library’s	reputa-
tion	 as	 it	 is	 spread	 by	 word	 of	 mouth.32	Word	 of	 mouth	 marketing,	 at	 its	 core,	
means	that	your	services	are	giving	people	a	reason	to	talk	about	you	and	recom-













sive	 discussion	 of	 marketing	 and	 outreach.	 We	 hope	 that	 we	 have	 contributed	












	 32.	 See	Cindy	Spohr,	Let’s Give Them Something to Talk About—Word of Mouth Is an Important 
Campaign to Add to Your Marketing Mix,	aall spectruM,	May	2008,	at	10.
